Studies show that time pressure affects the purchase decision-making process of consumers. However, in the case of apparel shopping, few studies have looked into the influence of time pressure on the purchase decision-making process. This study aims to determine how perceived time pressure in apparel shopping, time pressure situations, and product type and the interactions between these variables influence the clothing purchase process. An empirical study was conducted among males and females in their 20s and 30s. Perceived time pressure in apparel shopping was measured using four items. Time pressure situations and product types were given in the form of scenarios. A 2×2×2 experimental design was used, and perceived time pressure in apparel shopping, time pressure situations, and product type were used to create eight different situations. The dependent variables included decision-making speed, anticipated regret, and anticipated purchase satisfaction. Data from 512 subjects were collected through an online data collection. Results showed that the high perceived time pressure group and the shopping situation with time pressure involved a significantly high level of decision-making time, anticipated regret, and anticipated purchase satisfaction. Marketers must understand the real-time pressure situations of consumers.
I. Introduction
In contemporary society, consumers are bombarded with huge amounts of information within short time periods. Thus, the political, economic, social, and environmental aspects of the society as well as individual consumer aspects are becoming more complex and diverse. Rapid technological developments and robust economic growth continue to change, personalize, and diversify the needs of today's consumers. In the past, individuals were more concerned about family and work, but today's society has become more complex and diverse. Greater importance is placed on external activities such as hobbies and leisure time. Consumers are occupying more living space than ever before. Thus, the efficient use of time has become increasingly important.
In today's society, people are required to play multiple roles and allocate enough time and effort for work, family, and other important aspects of their lives. Time is an important element to help satisfy consumer needs during the purchase of goods. Therefore, consumers have begun to understand the impor-tance and value of time more than ever before. Moreover, in contemporary society, time is available equally to everyone and is perceived to have labor and monetary value. As a result, the perceived value of time has become more important.
Time pressure is a subjective feeling that is perceived by consumers when they feel that they do not have enough time to accomplish the things they need to do (Lee, 1996) , and it is a state of insufficient time to perform actions required in purchase and consumption (Kim, 1984) . Previous studies show that time pressure affects the purchase decision-making process of consumers (Won & Park, 1994) . However, in the case of apparel shopping, only some studies have looked into the influence of time pressure on the purchase decision-making process. Therefore, the influence of time pressure perceived by consumers on their decision-making process of purchasing clothes must be analyzed.
When consumers engage in purchase or consumption behaviors, they are affected by not only characteristics unique to individual consumers but also external stimuli such as their personal situations and consumption environment. Previous studies addressed consumer characteristics with regard to time pressure or mainly focused on time pressure situations while excluding consumer characteristics (Kim, 2006) . Studies that have 
II. Theoretical Background

Perceived time pressure in apparel shopping
Consumers consider their time as an important resource and tool to satisfy their diverse desires and to perform the roles assigned to them by the rapidly changing social environment. Today's consumers value time and money equally. In particular, modern consumers who need to balance work, study, home management, and recreational activities with limited time may feel a shortage of time and higher psychological pressure from a heavy workload.
In a study on the conflict of time among employed housewives, Han (1991) stated that more than 75% of employed housewives felt a shortage of time and greater time pressure when working hours and domestic labor hours increased and leisure time and personal time decreased. As such, studies were conducted under the assumption that working women feel time pressure. However, regardless of employment, full-time housewives also feel time pressure in a similar manner (Strober & Weinberg, 1980) . According to a study by Joung and Kim (2002) , housewives who feel time constraints are more likely to think they do not have time for shopping. Therefore, the study stated that it is important to trust a store and select many products at a single establishment to reduce the time taken to compare products across stores and choose a product. Unmesh et al. (1989) argued that consumers who are sensitive to time tend to purchase products in bulk to shorten the time spent at a store and reduce the number of shopping trips. In a study on consumer behaviors toward fashion products, Kim and Lee (2006) stated that consumers who feel time pressure strongly consider visual information (fashion catalogues, TV commercials, fashion/general magazines, displays at stores, etc.). Consumers who do not feel time pressure tend to search for internal and external information through word of mouth (advice by sales agents, suggestions from the surrounding people, purchase experience, etc.) or direct experience. Roxburgh (2002) (Dhar & Nowlis, 1999) .
This study will set similar time-pressured situations as an essential situational variable in purchasing. The situation will be explored as a variable that is different from the perceived time pressure in apparel shopping, which is a consumer characteristic. Even under the same time-pressured situations, consumers who typically feel a lot of time pressure when purchasing clothing will respond differently.
Involvement and product types
As mentioned earlier, among the important factors that affect consumer purchases, consumer and situation variables are quite important. Various product types exist even within a product family of clothing. Products may be defined and categorized by a number of characteristics, but this study categorizes and reviews clothing based on the degree of involvement.
Involvement is an important characteristic that affects purchase behaviors. It is the level of importance or interest perceived by individuals because of a certain stimulus (Kang & Park, 2003) . Bloch and Richins (1983) stated that the level and type of engagement are based on the level of importance placed by consumers on a certain product family. Antil (1984) also argued that consumer involvement varies according to the available information on a product type. From a behavioral perspective, the degree of time and effort required to take an action will vary depending on product involvement. In the case of a product with a high degree of involvement, consumers will invest much more effort and time in the decisionmaking process. However, a product with a low degree of involvement will require less effort and time. Therefore, with regard to time pressure, the degree of involvement of a product will have an important influence on the decision-making process.
The degree of involvement will affect the effort exerted by consumers, the purchase decision-making process, and the post decision-making process (Choi, 1991; Clarke & Belk, 1979) .
Variables influenced by time pressure 1) Decision-making speed
A limited purchase decision-making process usually solves a problem with relatively less time and effort owing to a lack of time to collect information and the need to make a quick decision in a time pressure situation. Time pressure affects the information processing of consumers (Park et al., 1989) and, eventually, reduces the time used by them to process information (Zur & Breznitz, 1981) . Time pressure makes consumers rely on past experiences and inside knowledge through internal search rather than external search and use easily accessible source information.
That is, consumers under time pressure mostly perform internal searches and reduce external search (Oh, 2000) .
Time pressure puts emotional pressure on consumers during decision making. Consumers are highly stressed under such condition, and as a result, tend to make hurried decisions without considering all the available options (Janis, 1982) . To reduce time pressure, consumers need to shorten the time required for decision making. As such, the number of attributes that are considered important in making a choice may be reduced. When time pressure increases, information processing and response speed up (Zakay & Wooler, 1984) , and the decision-maker engages in consumption behavior with relatively minimal effort (Bettman et al., 1998) .
2) Anticipated purchase satisfaction Lim et al. (1997) argued that when consumers have greater confidence in a purchase decision that makes them feel that they can purchase more products (or in short, when they have greater purchasing power), their satisfaction on the purchase tends to increase. They also concluded that when post-purchase satisfaction is higher, consumers tend to be satisfied with their lives and have a more favorable attitude towards their purchase decision-making process.
In a study on the relationship between time pressure and satisfaction, Freedman and Edwards (1988) reported that because time pressure sometimes makes decision-makers feel more challenged and excited, it might ultimately increase their satisfaction in the decision-making process. In a study that examined the influence of time pressure on purchase decisions of apparel shoppers, Oh (2000) pointed out that time pressure is an important factor having a significant influence on purchase satisfaction after the point of purchase.
3) Anticipated regret
Anticipated regret is regret experienced in the purchase decision-making process. Unlike experience regret, which is felt after the point of purchase, anticipated regret is felt at a different time in the decision-making process. Anticipated regret is felt when the outcome of the purchase is uncertain at the time the decision is made; it is the anticipation of the dissatisfaction that may be experienced after the purchase (Inman, 2007; Pieters & Zeelenberg, 2007) .
Since consumers anticipate regret in advance in the decision-making process, they make efforts to avoid this regret. This may lead to the avoidance of decision making. Cooke et al. (2001) argued that consumers postpone a purchase decision because they want to minimize regret that may be experienced after the point of purchase.
Consumers in high time pressure situations tend to undergo quick and selective information processing.
They strongly perceive negative information on attributes that are usually considered important (Svenson & Edland, 1987) and feel greater uncertainty regarding their purchases (Herrington & Capella, 1995 121 time pressure perceived by consumers at the point of purchase is higher, they experience anticipated regret more during the purchase decision-making process.
The study also concluded that time pressure is an important factor in the purchase decision-making process for consumers, and anticipated regret is also higher when time pressure is higher.
III. Methods
Research purpose
This study aims to determine how perceived time pressure in apparel shopping, time pressure situations, and product type (characteristic variables of consumer, situation, and product, respectively) and their interactions influence the clothing purchase process. The consequences include decision-making speed, anticipated regret, and anticipated purchase satisfaction.
The conceptual model is shown in <Fig. 1>. 
3) Product type
Products were divided into high-involvement products and low-involvement products. Relatively high-priced clothes with high symbolic influence were categorized as high-involvement products, while low-priced clothes were categorized as low-involvement products (Lim et al., 2001) . Based on the clothing classification method of Kim (1987) , suits were selected as a high-involvement product and t-shirts were selected as a low-involvement product.
Measures of dependent variables
Decision-making speed was analyzed by asking subjects about their subjective thoughts on how quickly they would finalize, postpone, or give up the purchasing process. A 7-point Likert scale was used to measure their responses, with 1 indicating "very slow" and 7 indicating "very fast."
Anticipated regret is the advance anticipation of experiencing dissatisfaction after purchasing a product (Inman, 2007; Pieters & Zeelenberg, 2007) . This study assumed that regret that might be displayed after purchasing is anticipated in advance. This was measured using a Likert scale, with 1 indicating "strongly disagree" and 7 indicating "strongly agree." and "If I buy this product now, I may regret later that I should have bought something else." These were measured using a 7-point Likert scale.
Anticipated Purchase satisfaction was measured assessing subjects' understanding the degree of satisfaction of the subjects when they buy clothing in given situations. This was measured using a 7-point Likert scale, with 1 indicating "strongly disagree"
and 7 indicating "strongly agree."
Data collection and respondents
An online data collection was conducted among males and females in their 20s and 30s. According To examine the main effect and interaction effect of the 2×2×2 experimental design structure, a threeway ANOVA was used. To understand the average difference between significant variables, a t-test and ANOVA were used.
Experiment setting
IV. Results and Discussion
To understand the influence of perceived time pressure in apparel shopping, type of time pressure situation, and product type on decision-making speed, a three-way ANOVA was conducted for each dependent results support the argument of Unmesh et al. (1989) that consumers who are sensitive to time try to reduce the time spent at a store.
A t-test was also conducted to understand the difference in the decision-making speed depending make faster decisions (Zur & Breznitz, 1981; Bettman et al., 1998; Oh, 2000) .
To verify the difference in interaction effects between variables, ANOVA was conducted (refer to Table 5 ).
The 
p<.01).
As for the main effects of the time pressure of a situation, a t-test was used to compare the mean scores. The mean score of anticipated purchase satisfaction was higher in the shopping situation without time pressure than in the shopping situation with time pressure (refer to Table 6 ). This indicates that consumers feel greater satisfaction when they purchase in a situation with no time pressure than in a situation with time pressure (t= 11.15, p<.001) . This supports the results of previous studies (Lim et al., 1997) , which argue that consumers who lack confidence in decision making are not likely to be satisfied with their decisions. However, Freeman and Edward (1988) states that time pressure may be positively related to satisfaction, which is inconsistent with the result in our study.
To understand the difference in anticipated purchase satisfaction depending on perceived time pressure in apparel shopping and time pressure of a situation, an ANOVA was conducted (refer to 
V. Conclusions and Implications
This study aims to understand the differences in 
